During the past two decades, there have been significant damages on environment such as ozone layer depletion, global warming effects, etc. and people are getting more concerned about taking necessary actions to help environment. The purpose of this paper is to study the effect of green marketing on consumers' purchasing intention in dairy industry. The proposed study designs a questionnaire and distributes it among 154 randomly selected people who purchase dairy products in four different regions of city of Babol, located in north region of Iran. Using structural equation modeling, the study has detected that green marketing influences on consumers' purchasing intention, positively.
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Introduction
During the past two decades, there have been significant damages on environment such as ozone layer depletion, global warming effects, etc. and people are getting more concerned about taking necessary actions to help environment (Cao, 2011; Dangelico & Pontrandolfo, 2010; Peattie & Charter,1994) . According to Singh and Pandey (2012) , "Green revolution, going green, environmental protection, sustainable life style, sustainable development, protecting our earth and many more has become a natural phenomenon in our everyday life". Boztepe (2012) presented some detailed information about the impact of green marketing on customers purchasing behaviors. She first discussed the issues associated with environment as the one of the reasons that the green marketing emerged and then she performed an empirical investigation on 540 consumers in Istanbul. According to her survey, environmental awareness, green product features, green promotion activities and green price influenced on green purchasing behaviors of the consumers in positive way. Mostafa (2009) applied self-organizing maps (SOM) to study the impact of different psychographic and cognitive factors influencing on green consumption in Kuwait. They reported that major variables influencing on green consumption were associated with altruistic values, environmental concern, environmental knowledge, skepticism towards environmental claims, attitudes toward green consumption, and intention to buy green products. Borin et al. (2011) investigated the effect of different levels of environmental information on key consumer metrics and made an assessment on environmentally benign products against those that have negative environmental effects. They reported that consumer perception of product quality, value, and purchase intentions would not differ substantially between products with positive environmental messages and those without any message. Products with positive environmental messages were considered better than products with negative environmental messages. Prakash (2002) concentrated on promoting products by considering claims about their environmental attributes or about firms that manufacture and/or sell them. He also concentrated on product and pricing issues. Chan et al. (2006) explore how various types of environmental claims could influence on the communication effectiveness of environmental advertising and reported that environmental claims enhance the communication effectiveness of advertisements. Rivera-Camino (2007) investigated the effect of stakeholders on green marketing strategy (GMS).
The proposed study
The purpose of this paper is to study the effect of green marketing on consumers' purchasing intention in dairy industry. The proposed study designs a questionnaire and distributes it among some randomly selected people who purchase dairy products in four different regions of city of Babol, located in north region of Iran. The sample size is calculated as follows,
where N is the sample size, and e=0.05, the number of sample size is calculated as N=154. We have distributed 200 questionnaires and managed to collect 173 properly filled ones. The proposed study has applied Kolmogorov-Smirnov in order to understand whether the data are normally distributed or not, which yields a value of 0.86 and it means the data are normally distributed. Therefore, we use Pearson correlation test to examine the relationship between different components of the survey. Fig. 1 summarizes personal characteristics of the participants. As we can observe from the results of Fig. 1 , most participants are highly educated.
Gender
Years of education The proposed study of this paper uses structural equation modeling as well as linear regression techniques to verify the hypotheses of this survey. The primary question of the survey is to learn the effects of green marketing planning on consumers' purchasing intention. The implementation of structural equation modeling (SEM) has been accomplished on LISREL software package.
The results
We first present details of our findings on SEM implementation. Fig 2 demonstrates the summary of our findings.
The results of the effects of marketing mix The results of the effects of green purchasing
Fig. 2. The effects of standard values for marketing mix and green purchasing
Note that all statistical observations such as RMSEA, GFI, GGFI, etc. are within acceptable levels and we can confirm that green marketing planning influences positively on consumer purchasing intention. We have also performed regression analysis to find the effects of green marketing planning on purchasing intention and Table 1 summarizes the results of some basic statistical observations. As we can observe from the results of Table 1 , adjusted R-Square is approximately equal to 0.966, which states that the dependent variable, consumers' purchasing intention, is highly described by green marketing planning. In addition, Durbin-Watson is within an acceptable limit, which validates the overall survey. Table 2 shows details of our survey on ANOVA test. The result of ANOVA test also confirms that there is a linear relationship between independent variable and dependent variable. Table 3 shows details of regression analysis. Based on the results of Table 3 , the standard coefficient associated with the effect of green marketing planning on consumers' purchasing planning is β = 0.933, which means an increase of one unit in green marketing planning also increases consumers' purchasing intention.
Conclusion
In this paper, we have presented an empirical investigation to study the effect of green marketing planning on purchasing intention on dairy products in one of Iranian cities. The proposed study has implemented structural equation modeling as well as linear regression technique to study the relationships between green marketing planning and consumers' purchasing intentions. The results have confirmed that consumers cared about environment and would be more interested in purchasing products, which are environment friendly.
